YouTube, the most popular present-day online video platform, is also considered one of today's leading advertising media. There is an ongoing argument that YouTube measures and shares its own ad effectiveness. However, the consumer research results contradict with their measurements. The difficulty of measuring the performance of video ads on YouTube without YouTube's built-in data increases the debate about its effectiveness as an advertising environment and therefore makes it more important to collect data from consumers through empirical research. This study was carried out with YouTube viewers located in Turkey, whose population is among the most online video watching Internet users in the world, to uncover the determining attitudes and the factors affecting them in the effectiveness of bumper ads, which YouTube introduced in 2016 as 6-seconds unskippable ad videos. The acquired data were tested by correlation and regression analysis under a predicted model that could explain the attitudes towards the ad. According to findings; it has been shown that the attitudes towards bumper advertisements are significantly related to the factors such as entertainment, informativeness, credibility, irritation, frequency of exposure and advertising value. However, it was found that the participants did not develop a positive attitude towards these factors, and the bumper advertisements, along with them.
Introduction
With the increasing emergence of new digital advertising types, advertisers have been striving to monetize from these various types over the last years. Nowadays advertisers are giving more importance to digital video ads (DVA), because 47% of live streaming video viewers worldwide are streaming more live video compared to 2017 (IAB, 2018d, p. 11) , and by 2019 global consumer internet video traffic will account for 80% of all the consumer internet traffic (Cisco, 2018) . Advertisers, who take the consumption of mobile devices and the rise in the video viewing into account increased their It has been argued for a long time that YouTube is making its own measurements and sharing these measurements with ad buyers. According to The Wall Street Journal; YouTube says that it supports third party tracking but not in a common way. Instead of allowing third parties to directly pull data from their sites or mobile apps, YouTube receives tracking code from third parties and then modifies the code slightly. It also set up a different process to deliver data. Because of this process, ad buyers want more transparency into how third-party data is collected on Google's YouTube, and ideally more oversight over the process, since it helps them determine where and how to spend their video marketing money (Shields, 2016) . While this controversy continued, Google announced that they are launching an ads measurement for YouTube on 2017 that called Ads Data Hub to help advertisers measure the value of their campaigns as ads are distributed over an ever-expanding number of devices. However, Google states that marketers can't extract any of the impression-level data from Ads Data Hub for privacy reasons. Also, Google explained that advertisers can give third-party measurement vendors, including comScore, DoubleVerify, Integral Ad Science and Nielsen, access to the system. But those vendors must still rely on Google's own data for measurement. It shows that Ads Data Hub was not enough for advertisers who have been pushing Google to lower their walls and support independent tracking for measurement and verification (Marvin, 2017) .
In 2016, at Sundance, YouTube launched bumper video ads that are unskippable 6-second ad units as a solution to the skipping behavior of its users. Google (2016) announced that huge brands are using bumper ads to drive upper-funnel goals like ad recall and awareness and they are a cost-effective way to reach target audience. Furthermore, Google stated that they have tested over 300 bumper campaigns and found that 9 out of 10 drove a significant lift in ad recall. The brands can ensure their message is seen and heard with bumpers, although the ads are short in time, they're long in impact. Similarly, YouTube chief business officer Robert Kyncl also said that (Verna; Clayton; Creamer, 2017, p. 7) YouTube saw a 70% increase in the number of advertisers that ran 6-second ads on the platform in 2017 and one-third of YouTube advertisers now use the bumpers.
The unilateral disclosure of YouTube's own data about the bumper ads, and the presentation of this data to the ad buyers allow ad buyers to see the effect of these ads in a biased way. Since consumer attitudes play a major role in predicting advertising effectiveness (Mehta, 2000) and they have a significant effect on the interest in buying online (Aqsa; Kartini, 2015, p. 234) then it is of utmost importance to predict the attitudes of the consumers towards bumper ads. If ad buyers want to use the bumper ads in an efficient way, they have to know the consumers' attitudes towards bumper ads. This makes the discovery of the attitudes of users towards bumper advertisements and the variables that make up these attitudes an academic interest. In the field related to literature and in academic studies on digital advertising, it is seen that the factors that constitute attitudes towards digital advertisements are examined by using various models. However, studies on attitudes towards bumper advertisements are not yet sufficient. Using a conceptual model, this study is aimed at revealing the Previously YouTube was just offering non-skippable DVAs to their clients along with its display, overlay ads. But suffering from 15-, 30-, or even 60-second pre-roll ads prompted so many back-button clicks that eventually YouTube had to add a skip button to their ads in 2009
The unilateral disclosure of YouTube's own data about the bumper ads, and the presentation of this data to the ad buyers allow ad buyers to see the effect of these ads in a biased way level of attitude towards bumper advertisements and the variables that constitute these attitudes. Within the scope of this aim, a research was prepared within the framework of a model which is foreseen explain the attitudes towards bumper advertisements. The findings of the survey about internet users in Turkey, which has one of the highest rates of online video viewing in the world, were examined.
Bumper ads as a new model for digital video ads (DVAs)
The rapid development of internet technology and its easy integration into individuals' daily lives had led to the development of digital advertising in a short time. The Web 2.0 concept, which began to be used in 2004, represents the general name of second-generation internet services, where internet users are no longer simply consuming, but also producing information at the same time. The interactive nature of Web 2.0, including the user, has led to the inclusion of interactive web pages on the Internet with the development of Internet; digital advertising has also started to develop. As a result of the developments in the digital advertising that happened in the last 20 years, digital advertising is divided into three groups; namely content agnostic advertising (random placing advertisements), contextual advertising (placing relevant advertisements based on context) and semantic advertising (placing advertisements based on the semantic analysis) (Cheng et al., 2017 (Cheng et al., , p. 1172 .
Founded in 2005 and bought by Google in 2006, YouTube's easy and fast video sharing experience encourages users to share videos, and makes the platform one of the most preferred social networks in a short time. Due to the TV shows and movies that have been watched by a wide range of people on the internet in recent years, digital video advertising, whose main purpose is to attract more of the potential customers has become a huge business opportunity with a rapid and sustainable development (Wang et al., 2018, p. 40) . In this context, DVA is important for influencing consumers in terms of content and advertising messages. The fact that consumers are part of the internet, often producing content and watching videos, has increased the variety of digital advertisements in these medium. DVA is defined as the integration of video ads into advertisements or regular online contents (Turban et al., 2017, p. 278) . According to the IAB (2008, p. 3) definition, DVA is a type of digital ad that has live, archived, or downloadable content that takes place before, during, or after various contents (Brown; Jones; Wang, 2016, p. 241) . In this context, DVA, which has advanced with Google AdSense, has strengthened its algorithm with Google's purchase of YouTube. YouTube DVA has become an important channel for being able to transfer the advertising message to the right audience. The most preferred channel for DVA investments is video advertising seen in video with 26% (IAB, 2018c, p. 41) . Even though the types of digital ads are considered to fall in certain categories, YouTube's DVA diversity constitutes the basic categories of this advertising model. While ads called display ads, sponsors cards, and overlays ads are taking place as images within the video; video ads, skippable video ads, non-skippable video ads, and bumper ads are video advertisements. First, DVA in-stream video advertisings began as short video ads, such as television commercials. In 2010, YouTube developed a DVA called "TrueView in stream advertising," which allowed it to jump after the first 5 seconds of the ad. This type of ad was developed specifically to increase the metric based effect of ad content on search terms (Pashkevich et al., 2012, pp. 451-457) . Along with changing consumer needs and attributes, advertising is also in the process of rapid change. While an average person's "attention span" was 12 seconds in 2000 (Landau, 2015, p. 44) , according to the report conducted by Microsoft Corp. and published by Time magazine in 2015, the "attention span" has now fallen to 8 seconds (Abdow, 2018, p. 34) . With the decrease of the "attention span" of consumers every day, the necessity of revision of advertising periods and the emergence of new advertising types arise. In 2016, YouTube announced a new 6-second non-skippable CPM-based bumper ad that could be featured on videos. YouTube aimed to encourage advertisers by bumper ad type about the value and power of stories created in short form on mobile (Caufield, 2017) . Then in 2017, Facebook and Twitter also announced "bumper" ads as an ad type to be placed on their own sites (IAB, 2018a, p. 8) . For advertisers and marketers who are looking for new techniques to communicate messages and attract attention of the consumer, the 6-second bumper advertising quickly became an important type of advertising. According to the DVA study conducted by Adweek and GumGum in 2018, it was determined that marketing experts evaluated bumper advertisements as the best DVA. According to the same research, 27% of the bumper advertisements were very effective and 54% effective (Fleck, 2018) . In another study conducted about 6-second ads in 2018, brand recall is higher in bumper ads than 15-second and 30-second ads, and viewers are generally more positive about bumper advertising (Marci, 2018) . Bumper advertisements, which is soon became a standard ad format for digital media, is today the preferred type of advertising for overcoming consumers' "ad avoidance" (Sloane, 2017) . In addition, brands prefer 6-second short ads instead of long ads; because consumers are bothered by them and their tolerance for ads are reduced every day (Shutterstock, 2017) . In addition to this digital medium, 6-second short advertisements in traditional TV programs have been implemented in 3 different strategies as -"premium focus / reach build, -multi-airing cable-frequency build, and -hybrid strategy."
Founded in 2005 and bought by Google in 2006, YouTube's easy and fast video sharing experience encourages users to share videos, and makes the platform one of the most preferred social networks in a short time Global brands like Toyota, Pepsi and Duracell prefer these ads on TV channels like Fox, NBC, TLC, CNN and Discovery Channel (Donato; Schiffman, 2018, p. 10).
Consumer attitudes toward DVAs
Researches conducted with the aim of examining consumers' attitudes towards advertising reveal that consumers' attitudes towards traditional advertisements are in general negative (Zanot, 1984) . Moreover, the reason for this outcome is that consumers find the information contained in advertisements unnecessary and even irritating. According to some researches, consumers have developed more positive attitudes especially towards internet-based advertising (Schlosser; Shavitt; Kanfer, 1999). The reason for this is that these advertisements, by targeting consumers, provide them with the information they need and are more entertaining (Xu; Li, 2014, p. 3) . According to Ducoffe (1996) , and Brackett and Carr (2001), individuals' beliefs about ads lie on the basis of attitudes toward advertising, which is defined by Mackenzie and Lutz (1989, p. 54) as "a learned tendency to respond positively or negatively to advertising in a steady manner."
There are a number of studies aimed at determining consumer attitudes towards social media ads, including "DVAs", one of the most important types of internet advertising today. According to the results of the research conducted by Akar and Topçu (2011, pp. 53-54) ; individuals who have clicked on social media ad messages at least once have more positive attitudes towards social media advertising and marketing activities than those who have never clicked. In addition to these results, research results show that as the frequency of Facebook usage of individuals increase, the attitudes towards social media advertising and marketing activities are more positive. Cheng et al. (2009, p. 516 ) addressed three different attitudes; informative, entertaining and irritating, in the research they conducted in order to determine consumers' attitudes towards social media advertising, and revealed that consumers have seen their social media ads as informative, annoying and entertaining with their rankings. According to Moon's study of attitudes toward YouTube video ads (2014, p. 28), the consumers who watched the advertising in high video quality held significantly more favorable attitudes toward the DVAs than those who watched the same advertising in low quality. Another research shows that (Li; Lo, 2015, p. 216); in-stream YouTube video ads interrupt consumers' video viewing experience and such interruption is likely to generate feelings of intrusiveness.
Additionally Lee and Lee's (2011, p. 622) research data revealed that the more the participants believed watching online video ads would entertain them, the more positive were their attitudes toward the ads. Similarly Gunawan (2015, p. 420) found that for positive consumer attitudes DVAs must focus on making emotional impact. There are also some studies that show whether attitudes towards internet-based advertising vary according to demographic factors such as age, gender, and education. Schlosser, Shavitt and Kanfer (1999) found that younger consumers have more positive attitudes towards advertising, in comparison to other age groups. Similarly, according to the research results of Chu and Kim in 2011, university students and young consumers are more positive towards social media ads than other age groups (Gaber; Wright, 2014, p. 56). Several studies have examined the relationship between gender differences and attitudes towards advertising. Most of the past research suggests that male consumers, unlike female ones, tend to have more positive beliefs and attitudes towards advertising including specific types of advertising, for example web advertising, and positive reactions to advertisements as well (retrieved from Milaković; Mihić, 2015, p. 413). According to the research results of Wolin and Korgaonkar (2003); men have more positive attitudes towards internet based advertising than women. However, if ads are irritating, positive attitudes are affected negatively (Cheng et al., 2009, p. 507) . There is an important connection between the level of education of a consumer and his response to the advertising message, and the level of education influences the perception and understanding of the content of the message and the choice of advertising media. According to Shavitt, Lowrey and Haefner (1998); less-educated people generally report more positive attitudes towards advertising and the enjoyment they have from the ad is greater than more educated people.
Research model and hypotheses
In his researches aimed at revealing attitudes towards internet-based advertising by consumers, Ducoffe (1996) defined antecedent factors, which help consumers develop their attitudes, as informativeness, entertainment and irritation, and formed the attitude model for advertising with these factors included in message content. Brackett and Carr (2001) also add to the reliability of these models by developing the model variables. Since attitudes toward advertising in general can explain individuals' attitude toward online advertising to a large extent (Souiden; Chtourou; Korai, 2017, p. 210) this study strives to determine the attitudes towards bumper advertising.
In the light of all these data, the conceptual model used to determine consumers' attitudes towards bumper advertisements is given in Figure 1 .
Advertising value and attitude toward bumper advertising
Ducoffe's 'Advertising value model' is mostly used for explaining consumer attitudes toward advertising. In his model Ducoffe defined advertising value as "a subjective evaluation of the relative worth or utility of advertising to consumers" (Ducoffe, 1995, p. 1).
In his model (1996) , Ducoffe states that web advertising value has a significant influence on attitude towards web ads. In the light of all these data, the following hypothesis is proposed in the study; H 1 : A high advertising value is "positively" correlated with a positive attitude towards bumper ads. Ducoffe (1995; 1996) states that entertainment is one of the major antecedents that contributes to consumers' evaluations of advertising values and attitudes towards the web ads. Entertaining, which can be defined as the level of enjoyment contained within the advertising message, often includes features such as humor, music and play, which also affect the consumer's attention to remain in the message. (2004, pp. 67, 71) have shown that the most important factor that has helped consumers to develop positive attitudes towards advertisements has been entertainment, ahead of other factors; credibility, irritation and informativeness. The following hypotheses have been proposed in the framework of this information; H 2a : A high entertainment factor of an advertising message is positively correlated with a 'positive' attitude towards advertising via bumper ads. H 2b : A high entertainment factor of an advertising message is positively correlated with a high advertising value. Ducoffe (1995 Ducoffe ( , 1996 states that informativeness is one of the factors contributing to consumers' evaluations of advertising values and attitudes towards the web ads. Ducoffe defines informativeness as the ability of advertisers to inform buyers about product alternatives and to provide them with the most satisfying buying behavior. Shown as the greatest income consumers can obtain from advertisements, information can determine the direction of consumers' attitudes towards advertising. In other words, how positive the consumer views the ads is in direct ratio to how much the advertising responds to the consumers' information needs (Saadeghvaziri; Khodadad-Hosseini, 2011, p. 397). Internet-based advertisements can be considered more informative than other advertisements because they provide consumers instant access to up-to-date information and different types of information, and they can present information about new products and services instantly. The informativeness factor has a direct impact on the attitudes that consumers have developed for internet-based advertising. This effect is due to providing information to consumers and helping them make purchasing decisions (Tsang; Liang, 2004) . The more informative the advertising message is, the more positive the attitude is (Brackett; Carr, 2001, pp. 30-31, Zernigah; Sohail, 2012, p. 656). According to the findings of Zernigah and Sohail (2012, p. 657); the most important factor that has enabled consumers develop positive attitudes towards advertisements has been informativeness, taking precedence over other factors; reliability takes second place while entertaining takes last place. Therefore, the following hypotheses are suggested in the study;
Entertainment -advertising value and attitude toward bumper advertising

Informativeness -advertising value and attitude toward bumper advertising
H 3a High informativeness of an advertising message is positively correlated with a 'positive' attitude toward advertising via bumper ads. H 3b High informativeness of an advertising message is positively correlated with a high advertising value. Ducoffe (1995; 1996) states that irritation is one of the antecedent factors contributing to consumers' evaluations of advertising values and attitudes towards the web ads. Ducoffe (1996, p. 22 ) describes irritation as an emotional state that occurs when advertising messages are offending, irritating, disturbing, confusing, and manipulative; while Brackett and Carr (2001) argue that this factor arises when consumers' intelligence is offended, and when they are exposed to messages in irritating patterns and frequencies. Although internet-based ads are as irritating as those exposed in traditional medium (Le; Nguyen, 2014, p. 92), Tsang, Ho and Liang's study showed that, if advertising messages are defined by consumers as irritating, their attitudes towards advertising are negative, and there is a negative relationship between them. Given this data, the following hypotheses are proposed in the study; H 4a : Irritation of an advertising message is negatively correlated with a 'positive' attitude towards bumper ads. H 4b : Irritation of an advertising message is negatively correlated with a high advertising value.
Irritation -advertising value and attitude toward bumper advertising
Credibility and attitude toward bumper advertising
According to Brackett and Carr (2001), reliability is the most important and critical factor affecting consumer attitudes and advertising value for internet based advertising. It is defined by Mackenzie and Lutz (1989, p. 51 ) as a cognitive experience that comes out as a result of the perception that either the advertisement or the commitments of the brand in it are not real, credible or fair. According to Haq (2009, p. 214) , reliability can be the source of the message, not just the advertising message that affects it, and in this context, internet-based ads are less reliable than those communicated through traditional channels. Research by Kelly, Kerr and Drennan (2010) also supports Haq (2009) and shows that if young people do not find social media ads as trustworthy, they get away from them and ignore them. The studies of Brackett and Carr (2001), Zernigah and Sohail (2012), and Tsang, Ho and Liang (2004) have shown that there is a positive relationship between the reliability factor and the attitude toward advertising, that the more the consumers find advertisement messages reliable, the more their attitudes towards those messages get positive. Given this data, the following hypotheses are proposed in the study;
H 5a : High credibility of an advertising message is positively correlated with 'positive' attitude toward bumper ads. H 5b : High credibility of an advertising message is positively correlated with a high advertising value.
Frequency of exposure -advertising value and attitude toward bumper advertising
Advertising frequency influences consumers' attitude towards advertising (Chih-Chung et al., 2012, p. 358) . As the quantity of ad messages rises, the attitude towards the advertising worsens Madlberger, 2005) . According to Haghirian and Dickinger, the number of advertising messages received via mobile devices is an important factor that influences the advertising value for the consumer (Haghirian; Madlberger, 2005 ). Since there is no empirical evidence on the relationship between web advertising frequency and advertising value, this research has formed these hypotheses based on the above findings. H 6a : Frequency of exposure of an advertising message is negatively correlated with a 'positive' attitude toward bumper ads. H 6b : Frequency of exposure of an advertising message is negatively correlated with a high advertising value.
Research design
The main objective of this research is to uncover factors determining the attitudes of internet users in Turkey towards bumper ads. According to We are social 2018 data, there are 54.33 million active internet users in Turkey, of which 51 million are active social media users (Kemp, 2018) . According to the January 2018 data, internet users watch online video, 95% in Turkey, and rank 2 nd in the world with this ratio (Statista, 2018c) . Turkish internet users spend 7 hours 9 minutes a day on the internet, and spend 2 hours 48 minutes on social media (We are social, 2018). The most actively used social media platform in Turkey is YouTube with 55% (Kemp, 2018) . The 18-49 age group prefer YouTube channels to traditional TV channels (O'Neil-Hart; Blumenstein, 2016; Hamedy, 2016). To reach active YouTube viewers in study's framework, participants aged between 18 and 49 were targeted. However, reaching to the right audience who are exposed to bumper ads and consuming YouTube content extensively was challenging for researchers due to the low response rates to online surveys. Consequently, the sample of the study was formed by snowball sampling method, which is a non-probability sampling technique and often employed when no sampling frame can be constructed as in this study, due to the structure of the study population. Snowball sampling is based on a referral approach where a small number of participants with specific characteristics recruit other participants with same characteristics from their networks or community. Thus, it is considered as a suitable method in studies lend on credibility to research, due to the fact that study participants would likely know other people in the same situation as themselves and help them to overcome fear and mistrust, which, in turn, ensures access. Based on this rationale, snowball sampling was chosen as the main method for this research.
Sampling design and data collection
In the first step, a small group representing the research sample was reached and invited to participate in the survey. About one third of the participants received the questionnaire directly from the researchers (primary participation rate is 32%, n=271) In the second stage, the study team gently asked primary participants whether they would be willing to pass the survey form they just completed to others who may be interested of eligible. Rest of the participants with similarities in terms of their demographic characteristics and habits of consuming internet video, received the survey invitation indirectly via primary participants from a web addressee (secondary participation), if they are approved by the Reaching to the right audience who are exposed to bumper ads and consuming YouTube content extensively was challenging for researchers due to the low response rates to online surveys primary participant for possible inclusion. To defense against the lack of "sample diversity" in the study and ensure that the initial set of respondents is sufficiently varied researchers strategically began the sample with seed that are diverse as possible in terms of demographic and socio-economic variables, which was a necessary condition for valid research findings. By this means, the sample was created by enlarging with the effect of snowball, which increased the sample size and its representativeness (Bailey, 1987, p. 96) .
The questionnaire consists of three parts. In the first group, participants were asked about the frequency of YouTube exposure and exposure to YouTube ads, measured by a 5-point Likert rating (Always, Very frequently, Occasionally, Rarely, Very rarely, Never). In the second part of the questionnaire, in order to determine the effect of informativeness, entertainment, irritation and credibility variables on consumer attitudes towards bumper advertisements, scales consisting of 19 statements were taken from the studies of Soh, Reid and Whitehill-King in 2009, named "Measuring trust in advertising: Development and validation of the adtrust", and Cheng et al. in 2009 named "Consumer attitudes and interactive digital advertising". For the attitude variable, three statements were taken from the scale of Xu and Li's (2014) work "Advertising in new media: Exploring adoption of location-based mobile application advertising". The three statements of Advertising Value were taken from the work of Ducoffe (1995) , "How Consumers Assess the Value of advertising". In the third group, questions about demographic characteristics were included. A visualization was prepared to remind participants what type of advertising is "bumper advertising", which was a new internet advertising campaign. There were 34 items in the questionnaire, 25 of which belonged to the scales used. Statements in the questionnaire were prepared with Likert rating of 5 (5-Strongly agree, 4-Agree, 3-Undecided, 2-Disagree, 1-Strongly disagree). Please refer to Table 1 for further details on the measures applied.
Once created, the survey was transferred to Google Forms https://docs.google.com/forms
The questionnaire was distributed in social networking sites and forums between July 5, 2018 and July 27, 2018. Participation was voluntary and the survey completion process took approximately 10 min. The study received 847 responses. As all participants completed the full survey, the completion rate was 100%. There was not any invalid questionnaire and all 847 questionnaires were usable. Data were analyzed using SPSS 22.0. In some cases, some scale expressions were encoded in reverse. 
Findings
Demographic data showed that males made up 37.4 percent of the sample and 94.6 percent of respondents were 18 to 49 years old. The vast majority of participants were undergraduate (61.9%) and graduate (30.2%) and had middle to upper middle income level (83.9%). Compared with a representative sample of the Turkish general public, our snowball sample is younger, and highly educated. Of these participants, 43.3% rated watching YouTube videos "frequently" and 35.6% "occasional" when one day duration was considered. Nearly all of the participants (98.8%) stated that they were exposed to watching YouTube videos and rated their frequency as "always" at 49% and "often" at 44.6%. 97.8% of respondents preferred to skip a YouTube ad, if possible.
The results of the hypothesis test are given in Table 2 . Accordingly, it was found that all the independent variables (ENT, INF, IRR, and CRE) that determined the message content and the AV and ATBA dependent variables were significantly correlated. Given this data, it is seen that as the levels of informativeness (r = .449, p < .01), entertainment (r = .640, p < .01) and credibility (r = .410, p < .01) were increased, the value assigned to advertisement also increased positively. However, the increase in the incidence of irritation (r = -. 301, p < .01) and exposure to advertising (r = -108, p < .05) affected When we look at the relationship between AV and ATBA, it is seen that there is a strong correlation (r = .863, p < .01) between these two variables in the positive direction. This shows that as the value of advertising rises, the attitude toward bumper advertisements is also positively affected.
Multiple regression analysis was conducted to investigate the relationship between the attitude towards bumper advertisements, which was the dependent variable in the model, and the independent variables correlated with each other. The assumption of normal distribution and linearity, which are assumptions of regression analysis, were fulfilled. A multiple linear regression was calculated to predict ATBA based on CRE, INF, ENT, IRR, FOE and AV ( 
Discussion and conclusion
Antecedent factors of attitudes towards bumper ads and ad value
This study attempted to investigate antecedent factors of consumer attitudes toward bumper ads. According to the findings obtained from the research, the H 1 hypothesis was supported and a positive and significant correlation was found between the advertising value and the attitude toward the bumper ads. The results of the research support Ducoffe's data in 1996, and it was seen that bumper advertising value had a significant influence on attitude toward bumper ads.
According to the findings obtained from the research; H 2a was supported and there was a positive and significant correlation between advertisements entertainment value and consumer attitudes. According to this, consumer attitudes towards these advertisements were also positively affected as the entertainment value of the bumper advertisements increases. The results of this study are in parallel with Le and Nguyen ( In this context, it can be said that the bumper advertisements' quality of being entertaining is an important factor on consumer attitudes towards these advertisements. According to the findings obtained from the research, H 2b was supported and there was a positive and significant correlation between the entertainment value of the advertisement message and the advertising value. According to this, as the entertainment level of the bumper advertisements increases, the advertising value of the consumer is also affected positively. The results of this study are in line with the findings of Ducoffe (1995; 1996) in the literature. In this context, it can be argued that the entertainment value that exists in bumper advertisements contributes to the consumers' evaluations about the advertising value.
According to the findings obtained in the study, H 3a was supported and there was a positive and significant correlation between informativeness and attitudes. According to this, consumer attitudes towards these advertisements were also positively affected as the level of informativeness of the bumper advertisements increases. These results are parallel to the findings of Brackett and Carr (2001), Zernigah and Sohail (2012) and Tsang, Ho and Liang (2004) in the literature. In this context, it can be said that informativeness has a significant influence on attitudes towards bumper advertisements.
According to the findings of the advertisement message obtained from the research, H 3b is supported and there is a positive and significant correlation between the informational value of the advertisement message and the advertising value. According to this, as the level of informativeness of the bumper advertisements increases, the advertising value of the consumer is also affected positively. The results of this study are parallel to the findings of Ducoffe (1995; 1996) . In this context, the information available in bumper advertisements can contribute to consumers' evaluations of advertising values.
The survey results show that H 4a is supported. A negative and significant correlation was found between the irritation value of the advertising message and the positive attitudes towards advertisements. According to this, consumer attitudes Consumer attitudes towards these advertisements were also positively affected as the entertainment value of the bumper advertisements increases
As the level of informativeness of the bumper advertisements increases, the advertising value of the consumer is also affected positively towards these advertisements are adversely affected as the level of annoyance of the bumper advertisements increases. It is seen that these results are in parallel with the results of Brackett and Carr (2001), Le and Nguyen (2014) and Tsang, Ho and Liang (2004) in the literature. According to the findings obtained from the research, H 4b was accepted and there was a negative and significant correlation between the annoyance level of the advertisement message and the advertising value. According to this, as the annoyance level of the bumper advertisements increases, the advertising value is affected negatively. The results of this study are in line with the findings of Ducoffe (1995; 1996) in the literature. In this context, the annoyance level of bumper advertisements can be said to contribute to consumers' evaluations of advertising values.
According to the findings obtained in the study, H 5a was accepted and a positive and significant correlation was found between reliability and attitudes. According to this, consumer attitudes towards these advertisements are also positively affected as the level of reliability of the advertisements increases. These findings are directly related to the results of Brackett and Carr (2001) 
The importance of frequency on attitudes towards bumper ads and ad value
The H 6a hypothesis was supported according to the data obtained from the study. A negative correlation between advertising exposure frequency and a positive attitude for bumper advertisements was found. According to research data, as the frequency of exposure to bumper advertisements increases, the positive attitude towards these advertisements also decreases. In this context, as the frequency of exposure to the advertisement increases, consumers' discomfort level increases and the level of positive attitude for advertising decreases. This data is similar to the findings in the literature (Chih-Chung et al., 2012, p. 358; Madlberger, 2005 ; Haghirian; Dickinger) . The H 6b hypothesis is also supported. Negative correlations were found between the advertising value and the advertising exposure frequency. These findings are parallel to the findings in the literature.
The role of demographic variables on attitudes towards bumper ads and ad value
According to research findings, there was no significant correlation between the age and the education level of participants and attitudes towards bumper ads. Although findings in the literature indicate a relationship between age and attitudes towards advertising (Schlosser et al., 1999; Chu; Kim, 2011; Gaber; Wright, 2014, p. 56) , the data obtained are not parallel to these findings. In parallel, there was no correlation between AV and age variables. The findings of Ducoffe (1996) are not parallel to the findings obtained. Although Ducoffe has established a relationship between the advertising value of internet advertising and age, this relationship is not found in the data obtained for bumper advertisements.
According to the results of T test, ATBA (P = 588) and AV (P = 499) values did not differ according to sex. This finding differs from the findings of Milaković As previously stated, the goal of this research was to reveal the level of attitude towards bumper ads, and the variables that constitute it. Clearly, this goal has been achieved as reflected above. It is a fact that YouTube makes its own metrics, and delivers these metrics to "ad buyers", offering them their own video ads as very profitable and successful solutions, and "ad buyers" are not satisfied with this and expect more transparency from YouTube. Consumer research on YouTube video ads shows that YouTube data is unilateral and manipulative. The ability of ad buyers to effectively advertise is largely dependent on the research results of consumers. Since consumer attitudes play a major role in predicting advertising effec-A negative and significant correlation was found between the irritation value of the advertising message and the positive attitudes towards advertisements
There was no significant correlation between the age and the education level of participants and attitudes towards bumper ads tiveness (Mehta, 2000) and advertising value has a significant influence on attitude towards web ads, this study is important for determining the attitudes of ad buyers towards bumper ads, and their advertising value, and showing to ad buyers how bumper ads can become more effective. The research shows that, without demographic differences, consumers do not find bumper advertisements entertaining, informative or trustworthy, which affects their attitudes. The research data suggest that the frequency of exposure to the bumper advertisements should be correctly regulated in order to increase the positive attitude towards bumper advertisements. It may be argued that, in this framework, YouTube's adoption of an imaging model that will make the frequency of exposure to bumper advertisements is more reasonable for viewers. Also, brands will not disturb the consumer by differentiating the advertising content and provide them with more informative, entertaining and reliable content that will increase the positive attitude towards the relevant ads.
Limitations and future research directions
The study had several limitations. Choosing YouTube as the platform avoids the possibility of representing user experiences and perceptions with other multifarious digital video websites. There are many video sites using bumper advertising and the advertisements used may have different underlying principles. Further studies covering other video advertising media should be undertaken like Facebook, Google. In addition, the narrowness of the demographic qualities of the participants, and that the participants are chosen from Turkey is another limitation. In this context, it is important to continue the validation of the model by examining the factors that determine attitudes towards video ads in future studies on groups with different demographic and cultural backgrounds. In this study, the attitude towards bumper advertisements in the consumer dimension was examined, and the opinions of the brands about the consumer perceptions after the advertisement and the opinions about the brand were not included. In future studies, how consumers' opinions differ before and after an advertisement can be researched by making them watch bumper advertisements of a certain brand. Moreover, testing different metrics to analyze the effectiveness of bumper ads might be an aim for further studies.
Considering different campaign objectives in advertising such as impact, positioning, brand or product awareness would require different metrics to be tested. In this respect, this study should be considered as a basis for further studies, due to the fact that it approaches the issue in terms of customers' positive attitudes only.
